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With the rapid development of the popularity of e-commerce, online shopping 
has become an important marketing channel and makes compulsory shopping more 
common. However, there is little study on the behavior of compulsory buying. 
Therefore, this thesis attempts to explore the formation mechanism of online 
compulsory shopping. Based on existing researches and theories, this thesis argues 
that network environment characteristics, including online promotions, convenience 
of online shopping and attraction of online shopping and consumers’ individual traits, 
including negative emotions, psychological pressure, materialistic values and 
self-esteem have an important influence on the purchase intention of online 
compulsive shopping, and self-control has a mediating effect. Through the design of 
questionnaire, data collection and data analysis, the results are shown as follows: 
(1) Online promotion has a significant effect on purchase intention of consumer 
online compulsive under the influence of self-control, i.e. when the degree of online 
promotion is more intensive. The convenience of online shopping has a significant 
effect on purchase intention of consumers’ online compulsive shopping under the 
influence of self-control, i.e. when the online shopping is more convenient, consumers’ 
self-control will be lower and the intention of online compulsive shopping will be 
higher. The attraction of the situation of online shopping has the same effect with 
online promotion and convenience of online shopping. 
 (2) Psychological pressure has an effect on the intention of online compulsory 
shopping through the influence of self-control, namely, the consumer’ psychological 
pressure is greater, consumers’ self-control is lower and the intention of consumers' 
online compulsive shopping is higher. Negative emotions have an effect on 
consumers' online compulsive shopping through the influence of self-control, which 
means when the consumers’ negative emotions are more, consumers’ self-control is 
lower and the intention of online compulsive shopping is higher. Consumers’ 
Materialism has an effect on  the intention of consumers' online compulsive 















is lower and the intention of  consumers’ compulsive shopping is higher. In addition, 
the effects of self-esteem on consumers' self-control and consumers’ online 
compulsive shopping are not significant. 
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计局发布的数据显示，2009 年 1 到 11 月份，社会消费品零售总额比上年同期增
长了 15.3%，显示出强劲的增长态势。伴随着经济的增长，各种非理性的消费行
为也日益增多，比如强迫性购买、炫耀性购买。据世界奢侈品协会发布的报告显
示，截至 2009 年 1 月，中国奢侈品消费总额达 86 亿美元，占全球市场的 25%，








网民规模较 2008 年底增长了 8600 万人，年增长率为 28.9%。网络购物用户规模
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